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Between March 10 and September 29, 2003, the Nigerian Televison Authority
(NTA), according to its transmission certificates (on file), broadcast 26 times (25 minutes
each) the weekly ICPC program. These programs, transmitted at prime time (8:00 to
8:30 pm) incorporated the broadcast of two cycles of the anti-corruption vignettes
(ranging in duration from 4:30 to 8:00 minutes) developed as part of the “Corruption
Must Go” campaign. Also during this period, NTA broadcast the 60 second Corruption
Must Go Public Service Announcement (PSAS) 63 times (afew as part of the ICPC
program), with the bulk of the PSAs being beamed at 9:00 pm (regarded as prime time)
and 10:05 pm. Since NTA has nationa coverage and the ICPC programs and most of the
PSAswere ared in prime time, the campaign achieved a very broad nationd reach.

In the Lagos/coasta region where the bulk of Nigerid s population resides, the
coverage was even more substantial. Aside from the coverage provided by NTA,
according to Channels Televison transmission certificates (incomplete set on file), the
vignettes were broadcast on average 25 five times per month and the PSAs 150 times per
month, or five times a day over asix-month period. That means that Channels broadcast
the vignettes 150 times and the PSAs 900 times during the April to September 2003

period.

In total, the televison campaign included the broadcast of the vignettes 176 times
and the PSAs 963 times.  According to C& A’ sinternationally documented mediafiles,
televison reach in Nigeriaisin excess of 70 percent of households weekly, or more than
10 million households. Given this exposure, we estimate that the “ Corruption Must Go”
TV campaign reached 50 percent or more of Nigerian households, or tens of millions of
people every week for six months. By commercia standards, thiswould be considered a
very successful TV advertisng campaign.

Whileit is difficult to estimate what it would have actualy cost to conduct the
campaign had dl the air time being purchased, it can be safely assumed that the amount
would have been quite substantia even in acountry like Nigeriawith alimited TV
advertisement market, grosdy estimated in 1996 at close to US$30million. The NTA
published commercid rate is goproximately US$250 per minute. Even with a 50 percent
discount, it would have cost close to US$125,000 to broadcast the 963 PSAs that were
ared. To that estimate the cost of broadcasting the vignettes should be added. Thus, it
can be consarvatively estimated that the cogt of the free air time provided by NTA and
Channds Tdevision exceeded US$250,000. On this score, and particularly on a per
capita cost basis (Iess than a penny per viewer per exposure), the campaign did
remarkably well and continuoudy reinforced yhe anti-corruption message over an
extended period of time.



